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Abstract: Prior literature in the field of corporate social responsibility (CSR) has largely focused on 
investigating its relationship with organizational-related outcomes, whereas the impact of CSR on 
consumer behavior is largely ignored in the recent literature. Further, most of the prior studies 
have investigated CSR with a philanthropic viewpoint, but its importance in achieving marketing-
related outcomes is something that is to date, underexplored. Hence, the aim of the present study 
is to investigate the impact of CSR communication through social media on consumer loyalty with 
the mediating effect of consumers’ brand admiration in the banking sector of Pakistan. The bank-
ing sector was selected due to the reason that this sector is homogenized in nature and creating 
consumers’ loyalty due to this homogenized character of this sector is challenging. The data of the 
present study were collected from different banking consumers through an adapted questionnaire 
on a five-point Likert scale. A total of 448 fully filled questionnaires were received which included 
289 male and 159 female banking consumers. The results of the present study revealed that CSR 
communications through social media have a positive impact on consumer loyalty, and consum-
ers’ brand admiration partially mediates this relationship. The findings of the present study 
would help policymakers from banking institutions to use CSR strategy from the perspective of 
marketing which is undoubtedly very important for every organization in the current digital age.  
Keywords: social media; CSR; admiration; consumer loyalty; sustainability 
 
1. Introduction  
The development in communication technologies has forced organizations to use 
new communication strategies to deliver their important messages to different stake-
holders including consumers [1]. Research has long established that traditional commu-
nication channels and strategies are losing their effectiveness with the rise of social me-
dia in today's digital age. Thus, businesses are pushed to be involved in the conversation 
with consumers through social media. Social media offer organizations the opportuni-
ties to deliver their CSR messages and stories with different stakeholders [2]. The main 
advantage of social media includes its wide availability to diverse stakeholders in a 
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short period of time through using different social media platforms, such as Twitter, Fa-
cebook, Instagram, YouTube and others. The organizations may share their stories and 
videos to convince the stakeholders about their contributions to the wellbeing of the 
consumers and their families, as well as to the lives of the consumers, the shareholders, 
the environment and the society as a whole. Another advantage of social media over 
traditional communication strategies is its ability to provide interactive communication 
to the organizations. The organizations can offer their services to the stakeholders and 
receive immediate feedback and can discuss with the stakeholders to establish better re-
lationships [3]. 
According to stakeholder theory, not only do the organization's shareholders em-
phasize the importance of social responsibility for the sustainable growth of the organi-
zations, but other stakeholders, including consumers, suppliers, governments, environ-
mental organizations, non-governmental organizations and local communities also 
acknowledge its importance [4]. Freeman et al. [5] described the stakeholders as "a group 
and persons benefiting or harmed, as well as persons whose rights have been violated or 
respected due to the organizational business activities". This means that different people 
have their own positions in collective actions, so organizations must be accountable for 
satisfying their needs and rights in a socially responsible manner. Organizations are not 
only accountable to their shareholders, but they are also answerable to their stakeholders 
with diverse interests in the organization.  
Social media have emerged as a powerful and effective tool for sustainable business 
communication [6]. Most of the people around the world use social media for communi-
cation and information sharing purpose. Hence, people can use such media to create 
content or express their opinions about corporate characteristics or ethics [7]. Social me-
dia are a source to share information that can be disseminated in a short time to a larger 
community. It is also used by the organizations to deliver their messages, as well as to 
attract various stakeholders and to maintain competition in the digital age [8]. Statistics 
show that about 3.6 billion individuals were using social media in 2020 [9]. Given the 
importance of the social media in modern communications, organizations communicate 
important messages through social media. It is claimed that media services produced by 
unpaid communities such as consumers have the potential to change the mindset of 
general audience and create a good brand image for a specific brand [10].  
The organization’s use of social media is also important to communicate corporate 
social responsibility (CSR) activities. Different studies have highlighted the importance 
of using social media for effective CSR communication because the communication from 
different social media platforms is considered to be more transparent and can better 
shape the behavior of consumers to support sustainability objectives of an organization 
[1,3]. By engaging in corporate social responsibility (CSR) activities, organizations not 
only provide feedback but also create supportive environment for different stakeholders 
[7]. Hence, the aim of the present study is to investigate the impact of CSR communica-
tion through social media on consumers’ outcomes such as consumer loyalty and con-
sumer brand admiration in the banking sector of Pakistan. The present study contends 
that CSR communication through social media develops positive emotions among con-
sumers, in the shape of consumers’ brand admiration, which in turn affects their loyalty 
towards a particular brand.  
This is evident from the recent literature that businesses are required to incorporate 
CSR in their business decisions in order to meet the expectations of different stakehold-
ers and to build a better brand image [11]. However, this perspective is largely ignored 
by contemporary CSR researchers as most of the studies related to CSR largely focused 
on firm-centric outcomes to be achieved through CSR initiatives [12,13]. Consumers pre-
fer organizations that perform CSR functions, and modern organizations realize the im-
portance of CSR communication to shaping consumer behavior positively. The ecology-
related information to society and consumers via environmental advertising raises the 
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awareness level of consumers and other stakeholders, and they urge organizations to 
practice sustainability in a real sense [14]. Moreover, sustainability has emerged as one 
of the most important concerns for modern businesses [15]. Likewise, Abbas et al. [16] 
noted the positive effect of CSR on consumer behavior. Therefore, a general link be-
tween CSR activities and consumer behavior is logical to consider, and different studies 
have also identified a positive link between CSR and consumer purchasing intentions 
[17,18]. Organizations with appropriate CSR policies have good consumer preferences. 
In relation to consumers, Brown and Dacin [19] identified two types of CSR activities 
which include association and participation. Association refers to consumers' under-
standing of corporate ethics in social matters, and participation speaks about the level at 
which they participate in the implementation of CSR plans with organizations. For ex-
ample, Hur et al. [20] noted the importance of a socially responsible profile of an organi-
zation in defining consumer commitments and to achieve organizational objectives. This 
means that the higher the level of CSR engagement of an organization, the greater the 
willingness of consumers to contribute to the achievement of the sustainability goals of 
an organization. CSR collaboration and consumer services are critical for achieving 
community-based outcomes [21]. The development and maintenance of sustainable rela-
tionships between business and consumers through effective communication, identifica-
tion, discussion and exchange processes, or a combination of these factors, are critical for 
achieving sustainable organizational objectives. Similarly, Zasuwa [22] analyzed the im-
pact of CSR participation on consumer behavior and concluded that CSR activities in-
crease the level of consumer involvement with the organization. Businesses that work to 
improve the well-being of consumers and their families have better relationships with 
their consumers, which in turn show a higher level of commitment with the organiza-
tion. Shareholders and prospective investors also recognize the importance of the CSR 
[23]. The prior literature also acknowledged the association between CSR communica-
tion and favorable consumer behavior [24,25]. The main purpose of entrepreneurs' cov-
erage of their CSR services on social media is to attract the attention of different stake-
holders [26]. For example, if CSR initiatives are properly delivered to consumers, it is 
expected that such initiatives will positively impact consumer behavior [27]. The litera-
ture provides ample evidence to the positive impact of CSR initiatives on consumer be-
havior in different countries and in different business areas [28,29].   
Prior studies on the topic of CSR have largely investigated the impact of CSR activi-
ties on financial outcomes of an organization [30,31] but the potential impact of CSR on 
consumer-centric outcomes, such as on loyalty and on positive emotions, has been large-
ly missed by contemporary CSR researchers. These consumers-related outcomes of CSR 
are very important for any organization to base their competitive advantage on solid 
foundations [32]. Likewise, there have been some studies on the topic of CSR and con-
sumer behavior [33,34], but how CSR is related to emotional outcomes (such brand ad-
miration) and attitudinal outcomes (loyalty) is underexplored in recent literature.  
The contributions of the present study are critical for existing CSR and consumer 
behavior literature for the following reasons. First, the prior literature has largely fo-
cused on cognitive aspect of consumer behavior [35–37], whereas the emotional side of 
consumer behavior has been rarely explored in existing literature. We, in this regard, ar-
gue that although cognitive side of consumer behavior is important, the emotional side 
of individuals is far more effective in shaping positive consumer behavior in comparison 
to the cognitive one. Hence, we build an argument in this study that well-planned CSR 
communications of an organization may generate a sense of brand admiration among 
consumers (emotional aspect of behavior) and they feel admiration for that organization 
that practices CSR proactively. This argument receives support from existing literature 
[38,39]. Ultimately these emotions (admiration) build a higher level of loyalty among 
consumers, which is very important for any organization. 
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Secondly, the banking sector of Pakistan is purposefully chosen for the present 
study because this sector is facing a high level of competition and retaining the existing 
consumers is of utmost importance to each bank in this sector [40,41]. However, the 
problem with the banking sector of Pakistan, as with other developing regions of the 
world, is that the character of the banking sector is homogenized in nature, where most-
ly banks offer, more or less, the same kinds of products/services to the consumers, which 
creates the challenge of how to hold the current share of consumers and how to uphold 
their loyalty level so that there is less likelihood of consumers’ switching to other 
brands. In this connection, CSR may be a good strategy in the context of marketing ob-
jectives because CSR initiatives of a bank create positive emotions (admiration) in con-
sumers to stay connected with a bank, which in turn takes them towards a higher level 
of loyalty.  
Thirdly, different researchers in recent studies have argued that the phenomenon of 
CSR and consumer loyalty are complex to understand, and their relationship is better 
explained in the presence of moderator(s) and mediator(s) [42,43]. Hence, we have logi-
cally introduced the consumers’ brand admiration as a mediating variable between the 
relationship of CSR communication through social media and consumer loyalty. Lastly, 
the majority of prior research studies have been conducted in developed countries 
[44,45]; we argue here that as the concept of CSR is contextual in nature and produces 
different results in different contexts, it will not be logical to generalize the results from 
developed countries in the context of developing countries. The remainder of this article 
is arranged as follows: the second part of the present study discusses the literature re-
view, the third section is concerned with methodology, the fourth section is about results 
and the analysis phase, and finally the last section includes the discussion and implica-
tions of the present study. 
2. Theoretical Framework 
Over the years, CSR has emerged as one of the most popular strategies in the busi-
ness world. CSR is defined as “an honest business practice that helps sustain economic 
development by working with employees, their families, local organizations and the 
general public to improve their living conditions” [46]. This research study defines CSR 
in line with the definition of founding father Carroll [47] in the field of CSR, who defines 
it as “CSR is the economic, legal, ethical and philanthropic obligation of a business to-
wards society”. In his definition, the first set (economic, legal) is required by society, and 
the second set (ethical, philanthropic) is expected by society.   
CSR aims to reduce the environmental impact of organizations along with the well-
being of employees, their families, consumers and society [48]. The main business prin-
ciple in CSR is to effectively seek business opportunities, strengthen relationships with 
the community and solve common societal problems. In the recent era, businesses are 
facing social, political and economic changes that encourage the growth of a new culture 
in the organizations. Globalization along with technological development also contrib-
utes to the emergence of a new social model with new actors and behaviors. New ques-
tions and expectations about the management, communications and social responsibility 
have been emerging in the present era [49]. As a result, many companies in all industries 
understand the importance of their role in the society for developing a successful CSR 
model because they know the benefits of doing business in line with CSR philosophy. 
For example, companies can make significant profits from one of the CSR beneficiary 
groups, such as consumers [17]. 
In recent times, the concept of sustainability has emerged as a “new normal” for 
modern businesses [50] in which sustainable practices are not only concerned with the 
philanthropic orientation of an organization, but these practices are also important from 
a marketing point of view. For example, modern consumers are well aware of the im-
portance of sustainability for a better and sustainable future, and they consider it while 
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making purchase decisions [51]. Marketers need to realize the importance of sustainabil-
ity for attaining consumer preferences towards their brand, and hence they need to in-
corporate this element of sustainability into their marketing communication objectives 
[52]. This argument of incorporating sustainability into marketing communication is also 
supported by Nyilasy et al. [53] who mentioned that green advertising enhances con-
sumer purchase intentions. 
The present study uses the lens of attribution theory as a grounding theory. The 
theory was originally proposed by Fritz [54] and further advanced by Kelley [55]; the 
theory investigates how people explain the causes of behaviors and events. Attribution 
theory has been heavily exercised in consumer behavior studies [56–58]. In the context of 
the present study, we argue that attribution process influence consumers’ evaluation of a 
brand based on their CSR perceptions for that brand. Hence, the higher the level of con-
sumers’ evaluation of a brand to be labeled as a socially responsible brand, the greater 
the likelihood that consumer will prefer that brand over competitors [59]. By portraying 
the image of a socially responsible organization, businesses can increase loyal consumers 
by turning consumers into business ambassadors and advocating consultants due to 
their sense of admiration in response to well-planned CSR initiatives and communi-
cating with stakeholders of an organization. For instance, this can lead to positive word-
of-mouth communications for their admired organization, willingness to pay premium 
prices and less consideration of the rival brands [60]. It should be noted that CSR com-
munication tools are very important in providing CSR messages and building the image 
of a socially responsible organization. In addition to company experience, in high-end 
products and models, socially responsible organizations receive empowerment from dif-
ferent stakeholders including consumers and reflect compliance with issues that are dis-
tinctive from the usual cultural norms. The main challenge in developing a CSR ap-
proach is to involve consumers and other stakeholders for reducing their uncertainty in 
achieving sustainable organizational goals [61]. 
Recent CSR research has shown that engaging stakeholders in CSR programs al-
lows companies to build a strong image [62], strengthen consumer relationships [16] and 
improve the reputation of businesses [63]. Hence, CSR activities inculcate the feelings of 
admiration among consumers as they are admired being the customers of an organiza-
tion that is socially responsible and actively contributes to uplift society and the envi-
ronment [38]. Ultimately, this sense of admiration takes them towards a higher level of 
loyalty [64]. Providing accurate CSR information to stakeholders not only increases their 
participation in the organization, but also promotes the company’s representation on 
different social media platforms [65]. Advances in technology have changed the way 
businesses use CSR planning and its implementation.  
Social media platforms expand communication and collaboration between groups 
of individuals. It also promotes the quick dissemination of information, and it is a tool 
that allows people to express their ideas and communicate with others; people can come 
up with new ideas and use them to improve organizational approach in building a sus-
tainable environment [66]. There have also been different studies highlighting the im-
portance of CSR communication to the stakeholders using conventional media [67–69], 
acknowledging that CSR communication with stakeholders has positive outcomes for an 
organization. However, the rise of social media is the dawn of a new horizon in the field 
of marketing communication [70,71]. In particular, social media can be categorized into 
two categories, such as expressive and collaborative. Expressive social media include 
sites such as blogs, Twitter, YouTube, Facebook and Flickr, and collaborative social me-
dia include sites such as Wikipedia and Craigslist. Social media have changed the future 
of businesses due to its low cost, wider range and interactive environment which attracts 
companies to use it for advertising, consumer marketing or consumer company com-
munication. Instead, the consumer role is changing with the rise of social media technol-
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ogies [72]. Dwivedi et al. [73] contended that consumers’ brand attachment on social 
media positively impacts consumer-based brand equity.  
Consumers are no longer recognized as an isolated entity, as they are well-
concerned and connected with the organizations from which they purchase their prod-
ucts or services. They not only have the knowledge needed to make a decision, but also 
provide important feedback to organizations for improving the overall performance of 
their products in line with the philosophy of sustainability [74]. Social media are a pow-
erful communication tool for disseminating information on CSR-related activities, seek-
ing strong links between socially responsible organization and consumers and attracting 
partners through in-depth reviews on products’ performance [75]. In brief, social media 
are a powerful modern tool for informing consumers about CSR initiatives of an organi-
zation. 
The present study introduces the construct of consumer sense of brand admiration 
as a potential mediator between CSR communication on social media and consumer loy-
alty and defines this as “consumer brand admiration is the process that involves con-
sumers with a brand personally through evoking positive emotions, trust, love and re-
spect”. This definition is also supported by eminent contemporary researchers such as 
Park et al. [76] and Trivedi and Sama [77]. The reason to think about consumer brand 
admiration as a potential mediator lies in the logic that when consumers are informed 
about the social responsibility of an organization they develop positive emotions on 
their part for that organization and start associating them with the brand positively, all 
this in turn takes consumers towards a higher level of loyalty. Further, the present study 
defines consumer loyalty in line with the definition of Oliver [78] who contends that 
consumer loyalty is a tendency of consumers to prefer a brand in the long run over its 
competitors. 
Prior literature has also recognized that well-planned CSR plans in the context of 
the banking sector are associated with positive emotions of consumers [42,79]. It is also 
established in the recent literature that positive emotions, such as feelings of admiration, 
are positively related to consumer loyalty [80,81]. To summarize, we conclude that the 
rise of social media has changed the traditional business model that was a sort of one 
way communication model, as the emergence of social media has been highly acknowl-
edged by the organizations and consumers due to its flexibility, broader range, quick 
dissemination of information and, above all, its interactive communicative options. The 
consumers, in this regard, behave like ambassadors of an organization through their 
positive word-of-mouth communications toward an admired organization; all such ac-
tivities inculcate a higher level of loyalty in the consumers. Hence based upon above 
discussion, we argue that CSR activities directly and indirectly (through brand admira-
tion) are associated with consumer loyalty. Therefore, the following set of hypotheses is 
framed. Further, the proposed relations of the studied variables are framed in Figure 1 
for the readers. 
Hypothesis 1 (H1). CSR communications of a bank through social media are positively related 
to consumer loyalty. 
Hypothesis 2 (H2). CSR communications of a bank through social media are positively related 
to consumers’ brand admiration. 
Hypothesis 3 (H3). Consumers’ brand admiration mediates the relationship between CSR 
communication through social media and consumer loyalty. 
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Figure 1. Proposed research model showing path directions for mediation. Where corporate social 
responsibility (CSR) (X) = the independent variable, consumer loyalty (Y) = the dependent varia-
ble, admiration (M) = the mediating variable, a*b = the indirect effect of the mediator on Y, and C′ 
= indirect direct effect of X on Y with the effect of the mediator, C = direct effect of X on Y without 
mediator. 
3. The Data Collection and Measures  
The proposed model of the present study is intended to be tested on banking con-
sumers. The banking sector for the present study was selected due to two specific rea-
sons. First, due to the homogenized character of the banking industry, it is very difficult 
to differentiate the services of a bank from its competitors in order to gain consumers’ at-
tention. Second, the banking sector of Pakistan is facing a stiff competitive environment 
where the ordinary strategies for consumer retention might not be helpful, and hence 
some extraordinary thinking is necessary to address the situation on the part of policy-
makers and marketers from the banking institutions. 
The rise of a second wave of the COVID-19 pandemic posed some serious challeng-
es on the data collection phase of the present study due to smart lockdown in different 
regions of the country. Likewise, it was also not feasible for us to maintain physical con-
tact with the consumers of different banks in order to invite them to participate in the 
survey. In this regard, an online survey was the only option that could work for the pre-
sent study in the context of data collection. Before disseminating the questionnaire 
online, we carefully assessed the banking institutions of Pakistan which were actively 
involved in CSR initiatives. We came out with a list of four banks named Habib Bank 
Limited (HBL), United Bank Limited (UBL), MCB Bank Limited and Allied Bank Lim-
ited (ABL). The selection of these banks was made as these banks are the four largest 
banks in the country with widespread branches all over the country; furthermore, all 
these banks have their CSR presence on social media (Facebook, YouTube and Twitter, 
etc.). To start with the data collection phase, we prepared an online self-administered 
survey and sent it to different individuals through emails and WhatsApp. The online 
survey includes two screening questions regarding the CSR knowledge of the respond-
ents and whether they have a bank account in any of these four banks. We initially float-
ed 1000 surveys to different individuals for the purpose of data collection. As was ex-
pected, the online strategy of data collection resulted in a poor response rate as we re-
ceived only 116 questionnaires from respondents; among those 116 surveys we had to 
discard 11 questionnaires because they were partially filled and could not be included 
into final dataset because these contained missing information on the part of respondent, 
and researchers were unable to address these kind of questionnaires. Thus, we deleted 
these questionnaires and recorded 105 questionnaires in our first phase of data collec-
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tion. This strategy is in line with the guidelines of Ahmed et al. [82]. We started the sec-
ond phase of the online survey using the same procedure as in the previous phase. This 
time, we received 118 filled questionnaires. Our repeated efforts and poor response rate 
pushed us to start another phase of data collection; this time, we invited our colleagues 
and peers to support us in data collection process by using their personal contacts. We 
sent the online questionnaire to our colleagues with this request to share it with their fel-
lows through email and WhatsApp and asked them to fill in the questionnaire. This 
strategy eventually worked for us, and we were able to collect a feedback of 448 re-
spondents (105 in the first phase, 118 in the second and 225 in the last phase). We used 
already established scales for measuring our study variables: for example, we adapted 
the items for CSR from the studies of van Asperen et al. [83] and Eisingerich et al. [84]. 
The scale consisted of five items; likewise, the items of brand admiration were adapted 
from Sweetman et al. [85]. This scale consisted of a total of five items. Lastly, the three-
item scale of consumer loyalty was adapted from Dagger et al. [86]. We used a five-point 
Likert scale for recording the responses from respondents. 
4. Results 
4.1. Common Method Bias, Sample Profile, Validity and Reliability  
As the data for all variables of the present study were collected from the same indi-
viduals, there is a likelihood for the presence of common method bias (CMB) in our data. 
In order to handle CMB, we followed the guidelines of [81], and we performed a single 
factor confirmatory factor analysis in AMOS. The results revealed a poor model fit 
which means that there was no single dominating factor in our data. This is a positive 
symbol because it pushes away the fear of common method bias from our data. Hence, 
we took the data analysis phase at further levels. We in this regard, first of all presented 
the descriptive statistics of our sample (Table 1).  
Table 1. Demographic profile. 
 Frequency  % 
Gender   
Male 289 64.5 
Female 159 35.5 
Age   
18–20 49 10.9 
21–30 169 37.7 
31–40 112 25.1 
 41–45 76 17.0 
Above 45 42 09.3 
Education   
Intermediate 53 11.8 
Graduate 129 28.8 
Master 176 39.3 
Higher 90 20.1  
Next, we performed a factor analysis in order to observe whether all items of a var-
iable have acceptable factor loadings greater than 0.5 (See Table 2). The empirical results 
revealed that all the items having factor loadings greater than the cut-off value of 0.5; 
hence, we established that all items are well-loaded onto their respective variable. Simi-
larly, the results of standard deviation (SD) for all variables are also described in Table 2. 
All values for SD analysis are fewer than 1 and closer to 0; that means there is less varia-
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bility in our data which is good as less variability means that our data are close to mean 
values.  
Next, we report the results of correlation analysis amongst the study variables. Ac-
cording to the results, all three variables are positively related to each other: for example, 
the value of correlation amongst CSR and brand admiration is 0.213 **, which is signifi-
cant and positive, meaning that these two variables are correlated positively. The bold 
diagonal values in the table (Table 2) present the results of discriminant validity values; 
in doing so, we calculated the square root values of average variance extracted (AVE) for 
each variable and then compared it with the values of correlations of other variables. 
The rule of thumb is that if square root of AVE is greater than the correlation values, 
then it is established that the items of one variable discriminate with other variable 
items, and hence discriminant validity of the data is maintained. Table 2 also disuses the 
results of convergent validity for achieving convergent validity. We calculated AVE of 
each variable: the AVEs for each variable are larger than 0.5, which means convergent 
validity is well-maintained for our instrument. The reliability values (alpha and compo-
site reliabilities) are also reported in Table 2, which are more than 0.70 and prove that 
the reliability of our instrument is also fine. Lastly, we also reported the results of nor-
mality. We, in this regard, are in line with the recommendation of Brown [87], who rec-
ommended that the data normality is established when the values of standard deviation 
(SD) are in the range of ±1.5, skewness ±3 and kurtosis ±10. These results establish our 
confidence to state that there is no issue of data normality in our data. All these 
measures encourage the researchers to take the data analysis further for hypotheses test-
ing.    
In next step of data analysis, we tested model fit indices. Initially we tested model 
fit index values for each construct individually, which produced good results (CSR: χ2 
/df = 2.81 RMSEA = 0.054 NFI = 0.943, CFI = 0.949, GFI = 0.946; Admiration: χ2/df = 3.11 
RMSEA = 0.063 NFI = 0.928, CFI= 0.930 GFI = 0.928; Loyalty: χ2/df = 2.91 = RMSEA = 0.058 
NFI = 0.919, CFI = 0.927 GFI = 0.922) for each variable. Finally, we checked model fit re-
sults for our three-factor model that is our hypothesized model too. The model fit results 
for our three-factor model produced more appropriate results (see Table 3). 
Table 2. Correlations, validities and reliabilities. 
Variables Mean SD CSR AD CL MSV ASV 
CSR 3.41 0.51 (0.781) 0.213 ** 0.409 ** 0.186 0.163 
Admiration (AD)  3.85 0.46  (0.818) 0.362 ** 0.142 0.118 
Loyalty (CL) 3.79 0.38   (0.842) 0.109 0.087 
        
 Items Loadings * AVE α CR Skewness Kurtosis 
CSR 5 0.65–0.77 0.61 0.76 0.76 –0.72 0.39 
AD 5 0.74–0.89 0.67 0.82 0.83 –0.33 0.28 
CL 3 0.63–0.81 0.71 0.87 0.89 –0.18 0.23 
Loadings *: Factor loading range (max: min); α: Cronbach’s α coefficient; CR: composite reliabil-
ity; AVE: average variance extracted; **: significant values of correlations; MSV: maximum shared 
variance; ASV: average shared variance. The bold diagonal values represent square root of AVE 
for a variable. 
Table 3. Model fit indices. 
Variable Model Fit Indices 
CSR χ2/df = 2.81, RMSEA= 0.054, NFI = 0.943, CFI = 0.949, GFI = 0.946 
Admiration χ2/df = 3.11, RMSEA = 0.063, NFI = 0.928, CFI = 0.930 GFI = 0.928 
Loyalty χ2/df = 2.91, RMSEA = 0.058, NFI = 0.919, CFI = 0.927 GFI = 0.922 
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Overall model fit (three factor model); χ2/df = 2.19 RMSEA = 0.39, NFI = 0.972,  
CFI = 0.981,  GFI = 0.978 
4.2. Hypothesis Testing  
We used the structural equation modeling (SEM) technique for hypothesis testing. 
In this regard, we used AMOS software and we conducted our analysis in two steps. In 
the first step, we checked the results of direct effects, and in second step we checked the 
results of mediation analysis. We have reported these results in Table 4. According to 
these results, the direct effect model suggests that our hypotheses 1 and 2 are true (H1; β 
= 0.277 **, LLCI = 0.193, ULCI = 0.374, p < 0.05 H2; β = 0.198 **, LLCI = 0.490, ULCI = 
0.832, p < 0.05). Further, for testing the mediation results, we used the bootstrapping op-
tion in AMOS software by choosing a larger bootstrap sample of 2000. The results of the 
mediation analysis showed that the variable “brand admiration” is playing the role of a 
mediator between CSR and consumer loyalty (H3; β = 0.093 **, LLCI = 0.117, ULCI = 
0.367, p < 0.05). It is to be noted that the beta value is reduced from 0.198** (direct effect) 
to 0.093 ** (indirect effect) which means that there is partial mediation effect of brand 
admiration between CSR and consumer loyalty. 
Table 4. Hypothesis testing. 
Path Beta Value S.E LLCI ULCI Decision  
 Model 1: Standardized direct effects 
CSR →Admiration 0.277 ** 0.039 0.193 0.374 Accepted  
CSR → Loyalty  0.198 ** 0.042 0.490 0.832 Accepted 
 (χ2/df = 1.69, RMSEA = 0.048, NFI = 0.969, CFI = 0.983, GFI = 0.982) *** 
(R2 = 0.16 * for H1, R2 = 0.19 * for H2) 
*** model fit indices for direct effect model 
** beta value significant, * R2 value significant 
 Model 2: Standardized indirect effect (mediation model) 
CSR→ Admiration→ Loyalty 0.093 ** 0.018 0.117  0.367 Accepted 
 (χ2/df = 1.39, RMSEA = 0.041,  NFI = 0.986, CFI = 0.987,  GFI = 0.985) *** 
 (R2 = 0.23 * for H3) 
*** model fit indices for mediated (three factor) model 
** beta value significant, * R2 value significant 
CSR = corporate social responsibility, S.E = standard error, LLCI = lower limit confidence interval, 
ULCI = upper limit confidence interval. 
5. Discussion and Implications  
The present study aims at investigating the impact of CSR communication through 
social media on consumer loyalty in the context of banking sector of Pakistan with the 
mediating effect of brand admiration. The results of the present study revealed that CSR 
initiatives directly and indirectly, via admiration, influence the banking consumers’ loy-
alty. The results further affirmed that the involvement of a bank in CSR communication 
using social media produces better outcomes for building sustainable image of a bank. 
These results are also in line with the studies of Aramburu and Pescador [88] and 
Bediako [89]. When an organization uses social media to communicate its CSR activities 
with different stakeholders including the consumers, it creates positivity among con-
sumers for that organization which ultimately increases their loyalty. The recent study of 
Bilgin [10] also acknowledged the importance of social media to enhance brand loyalty. 
The rise of social media and information technology has brought a paradigm shift 
in business communication models. Traditionally, the business communication model 
was based on one-way communication, but with the rise of the digital age, this one-way 
communicative model is being replaced with an interactive communication model in 
which different stakeholders, including consumers, have their voice and say in the busi-
ness decisions of an organization. Modern consumers are more informative and empow-
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ered due to the access of information and availability of different knowledge platforms. 
Our research affirmed that when consumers see that their bank is communicating its 
CSR activities on social media with them, it inculcates a sense of admiration among 
them for the bank, and this sense of admiration actually builds a higher level of loyalty 
in consumers. Hence the results confirmed that CSR initiatives are positively related 
with admiration; this finding is also supported by contemporary researchers in their 
studies [64,90]. Likewise, the mediating role of admiration between the relationship of 
CSR communication through social media and consumer loyalty is also an important 
factor in this relationship. 
The present study has some important implications for theory and practice. For ex-
ample, the present study adds to extant CSR literature in the context of consumers, 
whereas the majority of the previous studies have addressed CSR relation in the organi-
zational context. Likewise, another important theoretical implication of the present 
study is that it introduces the novel construct of consumers’ brand admiration as media-
tor between the relationship of CSR communication on social media and consumer loy-
alty. Likewise, the study adds to contemporary literature of CSR from a developing 
country context where this phenomenon is still underexplored. Further, the present 
study enriches the extant literature from the perspective of marketing by highlighting 
that CSR initiatives of an organization can be helpful in attaining marketing-related ob-
jectives of an organization, including consumer loyalty.  
Likewise, the study has some important practical implications: for example, it high-
lights to the policymakers of banking institutions that looking at CSR from the perspec-
tive of marketing may generate better marketing-related outcomes in an industry which 
is labeled as homogenized and where differentiation of products and services is very dif-
ficult. Well-planned CSR activities of a bank may be a key resource that can build a 
competitive advantage for a specific bank. Currently, the majority of banking institu-
tions of Pakistan are practicing CSR activities with a philanthropic mindset, and they in-
tentionally or unintentionally have ignored the marketing aspect of CSR plans to en-
hance consumer loyalty. This is the time for the banking institutions of Pakistan to 
change their approach towards CSR initiatives and think of CSR in terms of consumer-
related outcomes. Our study, in this regard, is a pioneering one which highlights the 
importance of CSR communication through social media for establishing consumer loy-
alty. Furthermore, the usage of social media for communicating CSR initiatives produces 
positive emotions on the part of consumer as they feel admiration for an organization 
that truly practices CSR activities and informs their stakeholders about such initiatives. 
Ultimately, the consumers become a strong advocate for such organizations and develop 
positive word-of-mouth communications on social media for the brand. It is noteworthy 
that when an organization is being promoted by the consumers, it produces better re-
sults as compared to advertising outcomes, because the feedback given by consumers to 
other potential consumers is considered to be honest and transparent. Our results fur-
ther affirmed that CSR communication on social media is very important for consumer 
loyalty.  
Traditional CSR communication can also affect consumers behavior as mentioned 
in prior studies [67,91], but the point to note here is that social media are an interactive 
medium which provides the organizations with a platform to interactively communicate 
with different stakeholders. In this connection, CSR communication through social me-
dia works on the emotional aspects of consumer behavior, which is very strong as com-
pared to the cognitive aspects, because once the consumers develop positive emotions 
(admiration), they are less price-sensitive and are even willing to pay a premium price to 
the bank for which they feel admiration. Likewise, such consumers are less likely to 
switch to the competing brands. The banking institutions are required to work on these 
new insights from this study in order to place the CSR initiatives as core to their busi-
ness strategies, with the mindset that CSR is double edged sword as on one hand it ad-
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dresses the social obligations of a bank towards society, and on the other hand it can 
create consumer-related outcomes by building higher levels of consumer loyalty and 
positive emotions.  
Limitations and Future Research Directions 
The present study also faces some limitations which may be considered a way for-
ward for future researchers. The first limitation of our study lies in the fact that our tar-
get population was only the banking sector, which creates the question of generalizing 
the results of the present study into other service sectors. In order to address this issue, 
the future researchers are suggested to test our model in another service sector, such as 
the insurance and healthcare sectors for better generalizability. Secondly, the data for the 
present study were cross-sectional, which limits us in establishing any causation effect 
with confidence. One remedy to answer this issue in future research is to use longitudi-
nal data which are able to provide historical information about the issue at hand, and 
hence are considered better for establishing causality. Thirdly, the present study only 
took the perception of consumers for CSR initiatives, whereas it has neglected the inputs 
from other stakeholder such as employees, who are equally important for an organiza-
tion. Thus, for future researchers it is suggested  examination of the effect of CSR initia-
tives on employees and assessment of whether properly planned CSR initiatives create 
positive emotions among employees. Fourthly, the study only considered the impact of 
CSR communication on consumer loyalty, whereas other important variables such as 
service quality, trust and brand image were not considered to predict banking consumer 
loyalty. Thus, the future researchers are encouraged to address this issue by considering 
these variables in our model as a mediator or moderator. Lastly, the influence of age, 
gender and income are not considered in this research. For future research, testing the 
possible impact of age, gender and income levels as moderators can be a meaningful ex-
tension of this research. Likewise, the present study has investigated the impact of CSR 
communication through social media on consumer loyalty; future researchers are en-
couraged to investigate further brand-related variables such as brand equity, which is 
one of the most cited variables in the field of marketing. It will be interesting for future 
researchers to investigate which brand equity, consumer based or finance based is the 
most affected though CSR activities. 
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